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Abstract:
The thesis is a qualitative study of the perception of Vietnam among Finnish tourists. The

study addresses two main research questions: How do Finns perceive Vietnam as a travel
destination and what are challenges Vietnam needs to address to attract more Finns. The
theories of research explore the concept of Push and Pull factors, Tourist Career Ladder,
Destination Personality. Through semi-structured interviews with three experts working in
Travel Agencies in Finland and Vietnam, the study encourages discussions on the per-
ceived images of Vietnam, the top attributes that Finnish tourists expect from the destina-
tion, and the challenges Vietnam has been facing. The results indicate that there has been
a growing interest in Vietnam among Finns. Vietnam is seen among Finnish travelers as a
young and new destination with the biggest pull factors are its nature (beach in particular),
weather, food, and culture. The popularity of all-inclusive-resorts (AIRs) that provide in-
clusive stay with a high standard of hygiene and safety were commonly seen among inter-
viewees answers, which confirms the destination's attributes are affected a great deal by
what the tourists are looking for. Thailand is a direct competitor of Vietnam due to its well-
established presence in Finland, well-developed tourism ecosystem, and easy accessibility
was frequently brought up by interviewees. The empirical data confirms that Viet Nam
could see itself belonging, but not limited, to Brand Personality categories of Sincerity and
Excitement. At the time this thesis is written, the world is going through a global pandemic
that put a sad pause on the entire tourism industry, the interviewees of this study expressed
that safety will be the keyword in the future. How the destinations face pandemic situations

is a significant attribute when tourists making their choice of destination. Improvements




and efforts need to be made by Vietnam destination governments and DMOs regarding the
destination's accessibility, such as the frequency, length, and price of flights. The need to
develop different attributes that cater to the needs of a different group of tourists is con-

sistent with the theory of push and pull factors.

The author recommends further research on Vietnam's return rate of tourists and exploring
more on the concept of All-Inclusive-Resorts with its pros and cons to the destination. Fu-

ture research should focus on the number of interviews and finding more relevant theories.
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1 INTRODUCTION

The author - as a Vietnamese student been living and studying in Finland - would like to
somehow find a bridge to connect and strengthen possible relationships between Vietnam
and Finland. Finland, as a very far away land that is renowned for its peace, safety, edu-
cation, and happiness that ranks the third most prosperous country in the world (Legatum
Institute, 2018), the safest country in the world (World Economic Forum, 2017) and the
happiest country in the world. (Finland Convention Bureau, 2021), Finnish tourists might
just be the golden poster child of an ideal tourist which many host destinations would
want to attract. By contrast, Viet Nam with its tropical climate, exotic landscape, and
richness in culture & cuisine has a lot to offer to modern Finns. The author herself got the
inspiration from MATKA 2019 (Nordic Travel Fair) in Helsinki as a volunteer for the
Vietnamese Embassy in Finland and has observed considerably great interest from the
fair attendants to travel to Vietnam. Many of those have no idea about the 15 days visa
exemption for a Finnish citizen, the concern about seasonal climate and necessary vac-
cines were also frequently bought on the table. However, food and nature seem to be a
big pull factor to almost all the respective attendants. Hence, the author decided to con-
duct the study to have a deeper and fact-based knowledge about this matter in the hope to
strengthen the image of Vietnam as a more obvious choice when Finnish tourists looking
to travel to Asia in general and South East Asia in particular. On the other hand, with
careful and throughout the investigation, this study could lead to further development of
understanding of the Nordic tourism market as a whole and see how they perceive Vi-
etnam as a travel destination. While this research is being written, the world and the world
of tourism have been affected heavily by the global Corona pandemic and keeping this in
mind, the author would also want to determine how does this affects the travel rhythm

and behaviors of Finnish consumers.

1.1 Viet Nam

In April 1975, millions of Vietnamese people witnessed one of the most historical mo-
ments of their life — the communists had taken over Saigon and won the Vietnam war.

Vietnam, since that day, has officially become an independent country. However, did not
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open its door to international travelers up until late 1997. Within the last decade, this
relatively "young" land which belongs to the South East Asia region, has been widely
known as a nation that made its way through one of the toughest wars in the modern world
has been experiencing a rapid demographic and social change. Vietnam is thriving from
being one of the poorest countries on earth to being the 37th largest economy in the world
(International Monetary Fund, 2020). With international tourists have been able to freely
travel to Vietnam since 1997 and the booming economy from the strength and energy
from many young people, it makes Vietnam become more well known in the Tourism
world as a highly potential & fast-growing destination. World Tourism Organization
(UNWTO, 2019) has reported Vietnam to be among the top 10 most visited countries in
Asia. Its capital, Hanoi, has consistently ranked in the top 10 of the world destinations by
TripAdvisor (CNN, 2016). Consequently, tourism has been and seems to be a very im-
portant, if not tremendous, component of Vietnam's economy. Its contribution has been
steadily up to almost 10% of the country's GDP and was forecasted to grow up to 18.9%
in 2030.
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Figure 1 Growth of travel and tourism contribution to Vietnam GDP from 2012-2019
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Figure 2 Share of direct GDP contribution from Tourism sector in Vietnam from 2014 to 2017 with forecast from 2018
to 2030.

In 2019, Vietnam received 18 million international arrivals which was an increase of
16.2% comparing to its previous year 2018 with around 15 million. 2018 saw a rise of
19.9% from 2017, and 2017 had 29.1% more visitors than 2016 (Vietnam National Ad-

ministration of Tourism, 2021).

In 2020, due to the Global Coronavirus Pandemic (World Health Organization, 2021),
the world stood still, many lost their loved ones, own lives and job, deserted office build-
ings and streets, and the majority of nations closing their borders. The global tourism
industry had suffered and faced major uncertainty and unavoidable visitors and revenue
loss. Despite all of that, Vietnam has won the title of The World Leading Heritage Desti-
nation 2020 (World Travel Awards, 2021).

Finland and Vietnam's diplomatic relationship has been established in 1973 with a focus
on key areas such as the water sector, forestry, technology, science, cleantech, and edu-
cation (Finnish Ministry of Foreign Affair, 2020). Finnish education and way of life have
been receiving positive attention and great interests in Vietnam with more and more Vi-

etnamese students coming to Finland for their higher education such as the author herself,
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making Vietnamese the highest population of international students in Finland constantly
from 2015-2020 (Finnish Immigration Service, Tilastot — Maahanmuuttovirasto, 2020).
The author considers this as a promising aspect because there is an advantage from the
great relationship between Vietnam and Finland. As a Finnish citizen, one can travel to

Vietnam without Visa for a maximum of 15 days (Vietnamese Embassy in Finland, 2020).

1.2 Tours from Finland

It is safe to say that majority of Nordic tourists in general and Finnish tourists in particular,
generally favor warm and tropical destinations. It corresponds to the way tour operators
in Finland advertising their Vietnam packages which are usually visually accompanied
by images of beaches and sunny weather. Below are some tours for Finnish tourists ob-

tained from the author's desk research in May 2021:

A > Vietnam Kaikki mast W Kaikki matkakohteet Vietram ¥

Yleista Matkakohteet Hoteliit Tietoa Yhdistelmalomat Matkavinkit Retket

Vietnam

Yhdista kaupunki- ja rantaloma
Riisipeltoja e paratiisirantcja
Tutustu vietnamilaiseen keittiodn

Vieraanvaraisuudestaan tunnetusta Vietnamista on viime aikoina tullut suosittu
lomakende. TEnne houkuttelevat kauniit, lidunvalkest rannat, elamaa vilisevat

Rantalomat Kaupunkilomat Risteilyt

‘suurkaupungit ja vihreat vuoret. Matka Vietnamiin koostuu ihanista rannoista, hienosta Aktiivilomut Lennot Temumutkclt
kulttuurista, makuelamyksista ja ystavallisists inmisists

MISTA

Suositut matkakohteet Vietnam Helsinki

MIHIN
[ Phan Thiet Saigon e i
Bl 9 hotellit P ¢ hoteliit I Caikid maa I

Figure 3 Advertisement of destination Vietnam (Apollo Matkat, 2021)
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Vietnam

Yhailsts kaupunki- s rantsloms

T Risipenojs ja parsy

Entols

Tutustu vietnamilaiseen keitioon

Viersanvaraisuudestsan tunnetusts Vistnamists on vime sikoins tullut suosittu

lomakshde. Tanne houkurtslevat keunils lidunvalleat ranner, elimas vilsevir Mofemg  (oorCEImT REIESE
ULrEUDUNGT J8 ViNreS vuGreL Matks Vistnamiin koastuu inants rannoiss, Mencsts Aktiivilomat  Lennot  Temamatkat
Kulttuurists, makuelémyksists ja ystEvalisists inmisista
Suositut matkakohteet Vietnam
m Phan Thiet Saigon v
iﬂ Kaildel mast
S hotelit & hoteiit
Lisati Vietnam
MATKANPITULS
, » Hotelie 1
Apcliomatkojen lomalls Vistmsmizza sinuls on PR v
hdolizuus kokea niin ih taelar
madoliaus kakes nin hanss renisslamas ki S
suurksupunkien sykens -
Su 27 kesBkuuta 2021
Viemamin kulttuuri on kishtovas, ja maen rikes historie néleyy keiddalle monis Kiehtovien
MATKUSTA A
wyyksien muccosss. MySs maen luonte on venssnss vaille. Quang Nemin "
ee Mj S0n. My Son, temppelikokansisuus. Phong Nha-Ken 2 sikuista

iiman suurin luolasto, joriks srveilssn olevan noin 126
tuu mesntistesizest kolmesn cassn: pohjoizosien

jakkoon. Masn eteliosss hallisee yisi msailman

uurimmists joists, Mekeng,

Pnan Thiet

Phen Thist on tyypillinen vietnami sinen rentakaupunki, jonks keskustessa on pienia
ravintoloits, punertavie hiekkedyynejé on siiménkantamenomiin. Keuniila Mui Ne
Beschillz on hyver mandsuuce: narazes ]

Ynalsts ramaicmasn Pnan Thitsss tal Pnu Quocissa

wsla makuelSmyisid eoumsess

Saigonissa on omaleimainen tunnema - plend pulie]s, katukaupnlsta |8 ruokakelus.

TAHIS VIt KOKES SUUNCIUBUNG N, (35 O KAAEAT KUTIIS, MaKuSEMYKEIE 3 Upets Rantalomat  Kaupunkilomat  Ristaflyt
nintEvyyisIS. LEnoe vaimismatksile tal paketol oma jomas] exs0ctiseen Saigonin ASviiomat  Lonnot  Tansamatkat
s oy S ; stk
Suositut hotellit, Saigon S e o ~
Helsini
Libariy Cantral Saigon Nerthern Saigon RIS
Point =
Kali! maat
T Le Maridisen Ssigan w Naw World Saigon Hatel
=g - [
- = Wikan matcat
i PARGAMARTA
\ v
Ratist Su 27. kesakuuts 2021
SEigennnmiEviing, sxecodes: uskauta aans P
huumasvat jo ensimmalsesta hetwestd Iantien. Saigon e raunoltu kos«aan, samut ovat 2 alkulst ~
INMISVIING [a kennetts, seks pancaiisla nAUTIMassa 3amIaists Matsiila el SIS

KStUKSTVIoIEEs (SIS USSIMTat eVt Uios VisttEmEEN aias 8 kiveiemaEn kausUngn
wllkaita atu]a. Markkinciia, kuten kuululsiis Senin Tannin markkinollla, volt tehdd myvia
16yt5]d Ja tullalsostoksia.

Historiaa joka kadunkulmassa

Saigonin keskustan rakennukset ovat todlstelta kaupungin tunnetusta historiasta. 9,2 1w0stE Saigon
Copperatalon vieressa on Mistorlallinen notell Sondnental [osss Graham Gresne kijeitl
KULIFEEN 180¥SENEE TNE GUIST AMENCa [3 107E8IIS DUDIEIE KBTS 0N REX Nate, JoKa toiml
ukomEalaisten Journalsten tukdkohtana s00an slkans. Sotamuses, War Remaanis
Wiugeum, on kiymisen arveinen kende Saigonissa.

AIEKKSIOEMME BNV, PEMIST

Cu Chi -tunnelit
HiEyta s w

Figure 5 Advertisement of destination Vietnam (Apollo Matkat, 2021)
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Reunificotion Express —
Vietnoam pohjoisesto
etelddr

MATKATYYPIT

ALKAEMN

Pohjo iErmamin
luonto jo lumous

Khmerien valtokunta - _"'}:)n
Thaimoao, Kombodza jo

vietnam Suuri Vietnamin kierros

Vivahteikas Vietnam

ol

Figure 6 Other type of trips to Vietnam (Albatros Travel, 2021)

1.3 Research Aims

The objective of this thesis is to learn about the interests and perception of Finnish tourists
towards Vietnam, and then explore what challenges the destination seems to be facing.
The author is also interested in exploring and identifying possible changes in post-pan-
demic travel behavior by asking interviewees sub-questions regarding that topic. The au-
thor wants to understand what makes Finnish tourists choose Vietnam as a destination
among other options in Asia and the South East Asia region and by doing so - what are

their expectations towards Vietnam and do Vietnam's attributes correspond to that. It is
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expected that this understanding could bring up some recommendations to improve the
brand awareness and competitiveness of Vietnam as a destination towards tourists in gen-

eral, and Finnish outbound tourists.

1.4 Research Questions

The two main research questions that need to be answered by this thesis are as follows:

e What are the perceptions of Vietnam as a travel destination?

e What are the challenges Vietnam needs to address to attract more Finnish tourists?

2 LITERATURE REVIEW

The theoretical framework in this thesis include push and pull factor, destination person-
alities and travel career ladder. Other academic works have been mentioned for a better
understanding of what has been known and what could be discovered more. Results from
interviews that are later analyzed in the thesis are supported by the theoretical framework
as secondary data. The theory of destination personality from Jennifer L. Aaker which
has been applied in various marketing and branding projects of goods and services is

considered to be appropriate to identify a personality of a Destination.

2.1 Destination Personality

Personality traits are not always just meant for the human beings. Yet as human beings,
we project our feeling to a subject, a product, even a place as well. For example, why
does Paris usually associate with romantic and fashionable, Italy is sassy, Japan is heroic
and Canada is polite? Aaker (1997) has come up with a Brand personality scale (BPS)
which defines brands into 5 dimensions: Sincerity, Excitement, Competence, Sophistica-
tion and Ruggedness in which contains different traits. BPS is considered to be “the most
comprehensive instrument for measuring brand or product personality” (Ekinci and Ho-

sany, 2006).
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The Brand Personality Scale

I

l

I

Sincerity Excitement Competence Sophistication Ruggedness
* Down to earth + Daring * Reliable * Upper Class * Outdoorsy
* Honest * Spirited + Intelligent * Charming * Tough
- Wholesome - Imaginative * Successful
¢ Cheerful + Up-to-date

Figure 7 Aaker’s five dimensions of Brand Personality (Aaker, 1997)

The 5 dimensions also include various traits that split among them: Sincerity (down to
earth, family oriented, sincere, wholesome, original, cheerful, friendly), excitement (dar-
ing, exciting, spirited, imaginative, up to date, independent), competence (reliable, secure,
intelligent, successful, confident, secure), sophistication (upper class, glamorous, good-
looking), and ruggedness (outdoorsy, masculine, Western, tough, rugged). The above
have mentioned the destination personality branding measurement, using human analogy
to a destination, making it become not only a concept or a name anymore but rather a
living thing with characteristics and traits. So, in that sense, the author would like to, for
example, assume the current status of Vietnam belongs within Sincerity and Excitement
dimensions, then the next step shall be to see if it is what the DMOs desire or not, and if
not, they need to be able to describe what could be the desired future status and perhaps

find a strategy to turn it into measurable results.

2.2 Unique Emotional Proposition

This next theory is a popular and is considered by the author to be helpful and practical
as the next aligned step to Destination Personality: Everybody knows the popular mar-
keting theory “Unique selling points” which refers to the characteristics of the host prod-
ucts or services that are benefit and appealing to the consumers and are not to be found
anywhere else, or in another word. If we see the destination as a product or a service,
there are many marketing theories that could be “borrowed” and reasonably applied to
promote the destination itself just as well. In nowadays market, the competitions between

different destinations and different regions within a continent call for a much more effort
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for destinations to standout and emphasize the uniqueness of the destination. Like said
Unique selling points, the “emotional reactions and triggers are very influential on cus-
tomer decisions” (Morgan, Pritchard and Pride, 2004). They also argue that “what per-
suades potential tourists to visit and return to one place instead of another is whether they
have empathy with the destination and its values”. This has changed from the concept of
the unique selling proposition (USP), rather, DMOs now must use a Unique Emotional

Proposition (UEP) to differentiate themselves from the competition.

2.3 Push and Pull Factor

A well-known and widely accepted by many scholars in Tourism theory word is the Push
and Pull Factor theory which was first introduced by Dann (1977). “Push factors are de-
fined as internal motives or forces that cause tourists to seek activities to reduce their
needs, while pull factors are destination generated forces and the knowledge that tourists

hold about a destination” (Gnoth, 1997).

Earlier, in another word, “Push factors are considered important in initiating travel desire,
while pull factors are considered more decisive in explaining destination choice” (Cromp-
ton, 1979). It is worthy also to note that Push and Pull does not always go together and
could be applied on its own separately. At the same time, it is crucial to find out the
correlation between push and pull factor and tourists behavior, in this case - during their

destination choice process.

Pesonen, Komppula, Kronenberg and Peters (2011) studied the differences between Push
and Pull factors by two separate experience in two rural areas within Tyrol and Finland.
They found a significant differences and indication that what the tourists are looking for
affecting a great deal to what attributes that the destination's attribute (its image and per-
sonality). It could be simply understood that somebody who is looking for a romantic and
relaxing trip would not choose Beijing over Maldives, or somebody who priorities the
exoticness and adventures would find those similar attributes in, for example, the Everest
trip or the Alps trip rather than Milano city. We need to know Finnish's expectation &
internal motivation (push factors) and evaluate Vietnam's own attributes and from then
developing a strategy to match these two. Wen and Huang (2019) have also stated that it
is recommended for emerging destinations to "delineate different tourist's groups" and
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understand their travel motivation so that DMOs could "tailor strategies for specific tour-

ist group".

It is a once in a lifetime experience for the author herself, and might be to many others,
to live through a pandemic. During 2020, the world has been going through a global pan-
demic (World Health Organization, 2021) and though it is still too early to conclude on
tourist behaviors being affected by this, yet one way or another, we know that something
might change, for better or for worse. "Safety", more than ever, would be one of the top
destination desired attributes. Even if we want it or not - the fear of contracting this new
decease will subconsciously be in future tourist's mindset, and it could be possible that
our very human's survivor instinct might come back stronger than ever to protect our-
selves, hence also affecting our travel behaviors and leads to "less adventurous" near gen-
eration of tourists and tourism industry. The pandemic would eventually fade, and travel
barriers will be lifted, yet some tourists' psyches will likely settle on a new equilibrium

(Kock et al., 2020).

2.4 Tourist Career Ladders

Inspired by Maslow’s need hierarchy, Pearce (2005) has developed further with Tourist
Career Ladder which stated: “Overall results suggested that host-site-involvement moti-
vation (e.g., experiencing different cultures) and nature-related motivation (e.g., being
close to nature) were more important factors to the more experienced travelers, whereas
motivations such as stimulation, personal development, relationship (security), self-actu-
alization, nostalgia, romance, and recognition had a higher priority for the less experi-
enced ones”. In another word, an inexperienced traveler who never have been abroad
before would be more likely to choose a group tour because of the Security feeling, but
someone with experiences gained from their previous trip might feel the need to experi-

ence their well earn confidence, self-recognition, and independence.
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Fulfillment

Fulfill a Dream
Understand Myself More
Experience Inner Peace, Harmony

Self-Esteem and Development

(Self Directed) (Other Directed)
Development of Skills External Rewards, Prestige
Special Interests Glamour of Traveling
Competence, Mastery Connoisseur Self-Esteem
Relationship
(SelfDirected) (Other Directed)
Giving Love, Affection Receiving Affection
Maintaining relationships To be with Group
Membership
Initiating relationship
Stimulation
(Self Directed) (Other Directed)
A Concern for Own Safety A Concern for Others Safety
Relaxation
(Self Directed) (Other Directed)
Need for Bodily Reconstitution

Relaxation

Figure 8 Travel Career Ladder (Ryan, 1998).

3 METHODS

Hammarberg, Kirkman and de Lacey (2016) has argued that Qualitative and Quantitative
research methods often represent two different world view - in which Qualitative could
be viewed with suspicion from quantitative point of view for its small sample size which
might not represent the whole population and the likeliness of the researcher's own inter-
pretation during the finding. On the other hand, quantitative method is sometimes seen as

heading towards generalization, skipping human meaning and deep emotion.

The methods that are used in this study is Qualitative method and will be presented in this
chapter, alongside with how data was collected, how data was analyzed alongside with

the trustworthiness of the study.
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3.1 Qualitative Research Method

With the Corona pandemic happening during this investigation, the author believes it is
worth identifying and investigating the feelings and perceptions of the consumers now as
there has not been enough sufficient knowledge of the consumer behavior post-COVID-
19 pandemic to be able to draw up a passive questionnaire, therefore, an in-depth, semi-
structured interview was conducted to help to understand the problem from insiders - in
this case - the experts working in travel agencies who have the power of decision to design
the "package" to travel to Asia and to Vietnam, planning to or have been working closely
with Finnish tourists consumers that show interests in visiting Vietnam. Various points
of view should help to answer to some extends, the limited picture of the current image

of Vietnam among Finns.

The author chose to approach this research with an In-depth qualitative interview method.
The in-depth interview method is a widely known concept with an open-ended approach
that able to prevail deep opinions, attitudes and behavior from the interviewee's stand-
point that could not be statistically measured nor counted. The reason for this choice of
approach is that with an interview the author can also pick up from what the respondents
have to say — a promising new direction or approach in an active way, then able to react

and ask further into the matter.

1. General research question(s)

2. Selection of relevant site(s) and subjects

3. Collection of relevant data

4. Interpretation of data

5. Conceptual and theoretical work

6. Writing up findings/conclusions

Figure 9 The main steps of Qualitative Research (Bryman and Bell, 2012)

LS 5a. Tighter specification of the research question(s)
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The semi-structured interview has been chosen as the mainframe for it is "flexible, acces-
sible and intelligible and, more important, capable of disclosing important and often hid-
den facets of human and organizational behavior" (Qu and Dumay, 2011). After identi-
fying core research questions, carefully study other resources; theories, and works of lit-
erature related to the subject, the author continued with gathering data from one-on-one
interviews with 3 different individuals who work in travel companies whose responsibil-
ities related to Finnish tourists and Vietnam outbound tourism. These individuals work in
different travel agency companies in Finland and Vietnam. Schedule and unscheduled
probe techniques have been used to open more on sudden aspects that came up during the
interviewee's responses. For example, the author sometimes asks the interviewees to elab-

orate on a certain point that they have mentioned earlier.

The author made a conscious choice to be highly alerted to what was going on in the
conversation, there should be immediate reaction and follow-up to keep the interview
going naturally and engaged. For that reason, it is very common that audio recording to
be used in this type of method. Of course, with the acknowledgment and agreement be-
forehand from the interviewee(s). For this thesis, audio was adopted as a recording
method. Before the interview, it was checked that the device was still in a good shape that

was able to provide a smooth, non-corrupted operation.

3.2 Data Collection & Analysis

The criteria for selecting the interviewees were that they are in leadership, line manage-
ment or expert positions of travel agency in either Finland or Vietnam, their work respon-
sibilities are related to Finnish tourist consumers and Vietnam as a travel destination such
as Customer Service, Marketing, Sales or Product Development. This is to make sure that
there are enough insights for the research and interview questions. The possibility of an-
onymity and awareness of the interview being recorded, as well as an adequate time to
consider their participants were given through the form of a consent form (see Appendix
3) and was verbally confirmed again at the beginning of each interview. The one-on-one
qualitative interview were conducted through phone call or Microsoft Team with duration

lasting from 30 - 40 minutes. Interviews happened between April and May 2021. It is
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necessary to mention that virtual interview is not quite the same as interviewing face-to-

face in person and that might have had some affects on the findings of this research.

Table 1 List of Participants

No. Position Company
Interviewee 1 Assistant to CEO Son Trang Palvelut
Interviewee 2 General Manager Eskept Travel
Interviewee 3 Marketing Manager Apollo Matkat

The author contacted the participants through emails first to initiate the potential collab-
oration, stressing the legitimacy of the research by providing the author’s association with
Arcada institution, thesis topic and its research questions along with the confidential na-
ture of the research and the possible use of data. Then, suggesting a meeting schedule for
a one-to-one virtual interview through Microsoft Team or phone call. The main theme of
Finnish tourists and Vietnam as a destination has been given to the participants in advance

of the interview.

Among the three interviews, two were conducted in English due to the common language
between the author and the interviewees. When the Finnish interviewee feel like they are
not able to express some word in English, the author encouraged that they could use Finn-
ish word for it, and that is how it is going to be reported in this research - alongside the
most equivalent translation in English that the author was able to find. The other interview
was conducted in the Vietnamese language due to the participant's wish to use their
mother tongue as it is believed to be the best way to fully express their thoughts and
opinions. Translation into the English language was made by the author and was later
used to gain an understanding of the interviewee’s perspective regarding the research

topic.

Xian (2008) has identified three types of problem associated with translating interview
data as: Linguistic — where there are “no equivalent words in the host language”, Social
Cultural — refers to “local idioms or proverb that relies on social-historical” in which

footnote is recommended to be used, and Methodological — not allowing silence to be
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overlooked. Xian (2008) concludes: “Translating involves translator’s knowledge, social
background, and personal experience.” The author has a proven background of interme-

diate fluency in both Vietnamese and English language.

In the process of preparing for the interview guide, the author was inspired by a sugges-

tion from Lofland and Lofland (1995) regarding preparation:

“Just what about this thing is puzzle me?”

Keeping that in mind, the author did not just read the prepared questions and expect an-
swers accordingly, yet rather immersed herself in the interview, treated it as an intellec-
tually curious conversation with genuine interests in the topic. The author believes that it
helps to break the ice from both sides - especially more crucial when it happens virtually,
allowing the comfort and closeness so that the interviewees, hopefully, would feel more

open to express their thoughts.

The questionnaire (see Appendix 1 and Appendix 2) was designed with the focus in main
research questions with sub-questions that are open-ended, explained in a comprehensi-
ble, relevant language that allows the interviewee to understand what is being asked and
still have a vast room to express further. Name, age, and gender of interviewees were not
revealed in respect of anonymity, job title and their companies name were mentioned, and
interviewees are coded as interviewees 1-3. The inductive method was chosen to analyze
the data, the author later interpreted and tried to identify repeated themes or topics and

put them in their segments.

Initial reading of Identify specific text  Label the segments ~ Reduce overlap and  Create a model
text data segments related of text to create redundancy incorporating
to objectives categories among the most important
categories categories

[ [
Ll L

Figure 10 Coding Process (Thomas David, 2003)
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3.3 Trustworthiness

It should be acknowledged that the amount of conducted participants in this research is at
a limited number, therefor the author aimed not to generalize the research findings but to
understand deeper and explore further the opinions and insights of these experts in Tour
Operation in Finland and Vietnam. The author trusts that the participants have no reasons
to give false information nor misleading answers rather than the kindness of contributing
to a research study. Naturally, the author needed to try avoiding her own bias but some-
where along with the interviews, some human excitements and nervousness might have
been sensed. The findings are without distortion and are solely based on the interviewee's
responses. Usually, in the quantitative research method, trustworthiness is explained by
and referred to as validity and credibility. However, qualitative research method, which
is being used in this study, is naturally different. The data part which consists of data
collection, data analysis, interview transcripts are to be available in an “accessible man-
ner” (Bryman, 2008) to find out if the conclusions and findings are consistent and true to
the raw data that had been collected. This gives the author valuable insight and well pre-

pared for the presentation of the thesis itself.

4 RESULTS

In this chapter, the author presents what she learned from the interviews. Data were ana-
lyzed based on specific themes which came up from the materials. The interview ques-
tions were built loosely on the theory of destination personality. Speculation and predic-
tion about possible post Covid19 Pandemic challenges and behaviors were subtly dis-
cussed. All of the interviewees have answered the interview questions with their insights,
opinion and perception, common themes which were the combination of answers to dif-
ferent interview questions have arisen. They include Image of Vietnam: New and Poten-
tial, All-Inclusive-Resorts and the Interest of Vietnam among Finns, Challenges which

include Flights, Thailand as a competitor and Government & DMOs lack of engagements.

23



4.1 Image of Vietham: New and potential

A common factor that came up in all interviews was how new and potential Vietnam is.
When interviewees were asked to give three words that describe their image of Vietnam
as a travel destination (Q1), the words that came up were Integrated, Attractive, Green,
Colorful, Friendly, Kiehtova (Fascinating), Nature, Culture, Food. It did not take much
time for the interviewees to respond, and it is important and was encouraged by the author
that they speak what comes first to their mind. Vietnam as a travel destination, from the
interviewee's perspective, seems to be young, potential that can offer a diverse ray of

tourism types:

"Vietnam has enough potential to become an ideal destination...Many types

of tourism and not only limited to relaxing type of trip." (Interviewee 1)

"It's a very versatile and interesting country. It also offers very different oppor-
tunities for travelers. If you want a traditional beach relaxed holiday that is
possible, but also if you want to see or experience the culture, so there is a,

there's a lot to do and see." (Interviewee 2)

"Vietnam is considered as the new destination to European market... Not many

people know Vietnam." (Interviewee 3)

Interviewee 3 has highlighted that though Vietnam is a new destination to Scandina-
via/Nordic countries, Vietnam is not new to other parts of Europe such as France and
England. However, the "newness" is not necessarily a negative aspect as interview 3 states
"people always want new destination. Viet Nam is one of them." This thought was also

shared by interviewee 2:

"It was a minus for people who wanted to go somewhere familiar and
safe. But it was a plus for those people who wanted to go somewhere

where everyone has not been yet. So, it's sort of a divided thing."

Harnessing the destination's newness is seen between interviewees when being ask for

what type of Finnish tourists they target to promote their tour (Q3):

"When we market Viet Nam, I think we market it towards the younger"

(Interviewee 2)
24



"In the future we will need to attack more young people, middle age peo-

ple to come to Viet Nam." (Interviewee 3)

When asking further on whether there is an untapped market that would be interested in
travelling to Vietnam (Q4), interviewee 1 gave a different approach regarding their
company target, stating that they would be focusing on a more niche market such as
Golfers, who have high income and are senior year of age. Golfing tours are provided
which includes all-inclusive resorts where the tourists can stay the entire time of their

trip in Viet Nam:

"Currently the standard type of tourists has already been dominated by big
companies such as Aurinkomatka and TUI, we focus on other sectors, such as

Golfing tour.” (Interviewee 1)

Interviewee also stated the difficulty of attracting the tourists to come back after their

first visit to Vietnam:

"...not difficult to bring them for the first time...the difficult is, to make them
come back... many operators are selling only one tour. If they (the tourists,

author) do one tour, they are not going back to the same thing" (Interviewee 3)

Overall, the interviewees expressed that Vietnam is a young, new destination with po-
tential to become an ideal destination that can offer different type or tourism. Tour
operators typically target to young to middle age Finnish experienced travelers who
have not visited Vietnam before, there are also tour operators who might choose a
different way of approach by targeting to a niche market which are not yet dominated
by bigger companies. How to bring tourists back after their first visit is considered by

interviewees as a challenge.

4.2 All-Inclusive-Resorts (AIRs) and the Interest of Viet Nam

When being asked how the interests of Vietnam among Finns (Q2) are, the answers
came up immediately, without hesitation with the use of words such as "absolutely
interests"” (interviewee 1), "definitely an interest" (interviewee 2) and "the interest has

grown, all the time" (interviewee 2). Interviewee 3 stated:
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"The number of Finnish tourists coming to Vietnam is raising."

When being asked what Finnish tourists' expectations from a trip to Vietnam are in par-
ticular and South East Asia in general (Q7), "beaches, weather, food, culture” is a com-

mon answer among interviewees.

"Weather and beaches are number one expectation, good quality accommoda-
tion...food and culture are the next big thing, and...different nature experiences."”

(Interviewee 2)

The development of all-inclusive beach resorts that provide an inclusive stay and target

to Western/European tourists seems to be on a rise in Vietnam, as they stated:

"Nowadays in Vietnam there are beach resorts area in which when they (Finnish
tourists, author) arrive, they can just stay there for seven days and there is no need

to go anywhere else"” (Interviewee 1)

"They look for good quality hotels, good quality restaurants...Not luxury, but they

want something a bit better when they travel further." (Interviewee 2)

"...recently we have some new resort in Quy Nhon, which is very new destination
even for Vietnamese. And in Phu Quoc there are many new resorts also com-
ing...like Six Senses or Amanoi or Four Seasons.... A lot of Europeans, Americans,

they come, they stay only in these resorts."” (interviewee 3)

The interviewee mentioned that Finnish tourist also highly expect "cleanliness, disease-

free, familiarity and safety".

"Food Hygiene is one big concern. Secondly it is Cleanliness. Then it is Honesty."

(Interviewee 1)
"Familiarity and the feeling of safety, those are the biggest factors." (Interview 2)

To summarize this theme, there has been growing interest in Vietnam as a destination for
its "Beaches, Weather, Food and Culture". The popularity of beach AIRs which provide
inclusive stay with a high standard of hygiene and safety were commonly seen among

interviewees answers, that confirms the destination's attribute are affected a great deal by
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what the tourists are looking for. However, it is not clear yet whether the concept of AIRs
could be an answer for the cultural aspect that the tourists seem to have in their lists of

interests.

4.3 Challenges

When being asked what the difficulties or challenges are to promote Vietnam as a desti-
nation (Q9 and Q10), the repetition of these themes has come up among interviewees:

Government & DMOs lack of engagement, Flights, Thailand.

4.3.1 Government & DMOs lack of engagement

Interviewee 3 responded to the question of what the difficulties or challenges are to pro-
mote destination Vietnam (Q9 and 10) in an instant, stating that the tourism board of
Vietnam is "weak and does not know much about the market", then added that it is not

the tour operators' job to promote the destination:

"We as companies cannot do the promotion for the country, or the des-
tination. That is the mission of the country, of the Tourism Board... So,
they have to be more professional, on all the international channels. And
they have to organize more travel fairs...If Vietnam Tourism Board don't
promote...if the tour operators don't know the destination, they are not

selling.”

The importance of the Vietnam Tourism Board and Vietnam Government Officials also
reflects in Interviewee 1's opinion. Stating that "The Vietnam Embassy in Finland holds
a very important factor in promoting tourism and culture." Interviewee 1 later added that
on every January, Vietnamese Embassy in Finland joins Matka Nordic Travel Fair in
Messukeskus and support small tour operators in Vietnam by providing a booth there for
them to present advertisement materials such as brochure and travel vouchers. Inter-
viewee 2 did not comment on the role of Vietnam's DMOs, however, has given an answer
that relates to the travel fair that The Vietnham Embassy annually joins in January. For

Finnish tourists, Vietnam might not be a destination to go to in Summer:
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"We promote destinations at travel fair in January, kind of rolls towards
the summer trips. Vietnam is not our summer destination at the fair."”

(Interviewee 2)

4.3.2 Flights

Chicken-and-Egg is a metaphoric way of saying to describe a situation where it is
almost impossible to tell which one is the causal. That might be applied in this situation
of flights to Vietnam that was shared by the participants in this study. Though the
majority has shared that there is indeed a flight problem which means there are not
enough flights or any direct flight at all to the destination, one has shared that happens
because there are not enough tourists coming. On the other hand, the other one stated

that tourists are not coming much because there are not enough flights being operated:
"They open more flights when there are more travelers." (Interviewee 1)
"We can only sell the package if there is a flight coming"” (Interviewee 3)

Besides the availability of flights, price, and duration of flights as factors were also

brought up by interviewees:

"Direct flights are very important. If depart at the same time, let's say
6pm, one can arrive in Thailand already in the next morning, but for
Vietnam they need to transit which could easily lead to 24 hours of wait-

ing till arrival” (Interviewee 1)

"...if the flight again is very high compared to Thailand, or compared to
Singapore, compared to Philippines. And the price of the package is
higher than other countries. So why would they come to Vietnam when

those are less expensive?" (Interviewee 3)

Interviewee 2 has not brought up flight as an obstacle, however, when being asked about

whether it might be the case, the interviewee has given a more positive input:
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"Nowadays I don't think so. It used to be that maybe 10 years ago. And
nowadays, when people are quite used to traveling and you can easily

travel with one change, then the direct flight is not the factor."”

4.3.3 Thailand as a competitor

Even before being asked which destination could be considered Vietnam's competitor
(Q8), Thailand was emphasized several times as an obvious competitor within South East
Asia region by interviewees during the discussions. Here are the interviewees' direct re-

sponds to the question:

"[ think Vietnam's direct competitor is Thailand. Share the border, but
Thailand is way ahead, professional tourism development and diverse
service. If we put it to comparison, Vietnam has similar scenery and na-
ture attributes, Vietnam has a lot of beaches and potentials but do not

know how to use it." (Interviewee 1)
Philippines and Indonesia were also mentioned, in addition to Thailand:

"...at least if we look from Finnish tour operators' view, I think the big-
gest competition is Thailand because that's very well-known and Finns
are very familiar with it... Maybe also Indonesia... because it's so well

known" (Interviewee 2)

"Thailand is cheap, much cheaper...and the quality of services is much
better ... Philippines is a new nation like Vietnam, but it's cheaper, and

the beaches are more beautiful..." (Interviewee 3)

The author asked further on interviewees' opinion, what is it that makes Thailand - a des-
tination that is right next to Vietnam and share similar tourism attributes - become such
familiar among Finns, "flights" was mentioned again, alongside the long history of pres-

ence of the destination in Finland:

"Because Thailand has had a long time in Finland. Secondly, there are
frequent flights to Thailand, every week. There is barely any commercial

flight to Vietnam." (Interviewee 1)
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"Thailand has been a tour operator destination for a very long time, for
20 or more years. So, that is why because we have charter flights

there... That is probably the main reason."”

Prediction about possible challenges arising post-Covid19 pandemic was subtly dis-
cussed. The interviewees emphasized different opinions that includes vaccination pass-
ports regulations could help the destination to attract more tourists for "the compulsory
quarantine time when they arrive would be shorter" (Interviewee 1), how the destination
has handled the pandemic situation was brought up as one of the first possible criteria,
and the struggling of big tour operators might also be the opportunities for small to me-

dium ones.

"I think the main factor after the pandemic will be the image that people
have of the country, how they have come back from the pandemic, how
they are handling all the health and safety things. For example, at the
moment in the Finnish media there has been a lot of talk about Thailand
and the fact that the situation there has been quite good... so I think
with all countries after the pandemic, especially the long-haul destina-

tions, that will be the biggest factor.” (Interviewee 2)

"l think after the pandemic, the whole tourism industry will
change...Big companies will need more time to recover... I think new
companies that are more IT oriented, more (being) online, more young

people, more dynamic... will win the market" (Interviewee 3)

To sum up, there seems to be a need for more official engagement - at least from the
Vietnam Tourism Board and Vietnamese Embassy in Finland to strengthen Vietnam des-
tination acknowledgment and tourism information in Finland. According to the interview-
ees, if the destination is not promoted, the demand or acknowledgment of the destination
itself is low hence the tour operators cannot sell the tour. The accessibility and price of
flights is a challenge, according to the interviewees, they play an important role in tourists'
choice of destination. Thailand seems to be a direct competitor to Vietnam within the
same region with its well-established presence in Finland, as well as well-developed tour-

ism ecosystem.

30



5 DISCUSSIONS

This next chapter presents the discussion of qualitative research work and theoretical
framework. Through in-depth interviews, the author gathers data to answer the main re-

search questions of this study:

e What is the perception of Vietnam as a travel destination?

e What does Vietnam need to overcome to attract more Finnish tourists?

5.1 The perception of Vietham

To answer the question about the perception of destination Vietnam among Finns, themes
that came from the interviewees were New, Young, Integrated, Attractive, Green, Color-
ful, Friendly, Kiehtova (Fascinating) resonate with the author's expectation that food and
nature seem to be big pull factors for tourists. Aaker (1997)'s Brand Personality Scale
(BPS) which suggested using human analogy to a destination supports these finding by,
categorizing the destination brand into five Elements: Sincerity (down to earth, family
oriented, sincere, wholesome, original, cheerful, friendly), excitement (daring, exciting,
spirited, imaginative, up to date, independent), competence (reliable, secure, intelligent,
successful, confident, secure), sophistication (upper class, glamorous, good-looking), and
ruggedness (outdoorsy, masculine, Western, tough, rugged), making it become not only
a concept or a name anymore but rather a living thing with characteristics and traits. The
empirical data confirms that Viet Nam could see herself belonging, but not limited, to

Sincerity and Excitement categories.

Crompton (1979) stated that Push factors are considered important in initiating travel de-
sire, while Pull factors are considered more decisive in explaining destination choice”.
Pull factors, which were described by Gnoth (1997) as the destination generated forces
and the knowledge that tourists hold about a destination correspond to tourists' internal

motives were reflected through the theme of "Beach, Weather, Culture, Food".

"Finland is cold. So, in the winter, people want to go to somewhere tropical.”

"Finnish tourists usually prefer Beaches."
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"Weather and beaches are number one expectation...food and cul-

ture are the next big thing, and...different nature experiences."”

The Push and Pull theory support the empirical research as Pesonen, Komppula, Kronen-
berg and Peters (2011) have mentioned, what tourists are looking for affecting a great

deal to what attributes that the destination's attributes.

"Nowadays in Vietnam there are beach resorts area in which when
they (Finnish tourists) arrive, they can just stay there for 7 days and

there is no need to go anywhere else" (Interviewee 1)

If we know Finnish tourists' expectations & internal motivation (push factors) are
"weather, beaches, culture and food" we can evaluate Vietnam's attributes and from then
developing a strategy to match these two. The seemed-to-be popular interest in beaches
is an obvious push factor reflects in the raising supply of all-inclusive (beach) resorts - or
also called as AlRs, it is described by Wong and Kwong (2004) as a "relatively effective
and safe way for tourists to travel to distant countries with different cultures while avoid-
ing unreliable transportation and questionable standards of hygiene". The focus on AIRs
development shows that destination Vietnam seems to acknowledge these attributes, at
the same time is harnessing and corresponding to them. However, it is still not clear if the

culture exploration factor 1s satisfied.

In a normal world, one shall not and cannot be a "new" and "potential" (destination) for-
ever. The potential needs to be harnessed, the newness should turn into interests, from
there grows the familiarity and finally leads to visitors coming back to the destination.
The return rate of tourists indicates the difficulty of bringing tourists back to Vietnam
after their first visit that comes as a surprise to the author, and it is necessary to invest

further on this matter in future research:

"Not difficult to bring them for the first time...the difficult is, to make

them come back." (Interviewee 3)
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5.2 Challenges & Opportunities

The second research question is about what Vietnam should overcome to attract more
Finnish tourists. Wen and Huang (2019) have suggested that it is recommended for
emerging destinations to "delineate different tourist's groups" and understand their travel
motivation so that DMOs could "tailor strategies for specific tourist group" supports the
fact that there are tour operators that typically target young to middle age Finnish experi-
enced travelers "who wants to go somewhere everyone has not been yet", and there are
other tour operators who see their opportunity in a niche market, which are not yet dom-
inated by bigger companies. One may conclude that it is necessary for Vietnam to develop
different attributes that support different groups of tourist, so that instead of asking how
to attract more Finnish tourist in general, one might first ask oneself: Which specific type
of Finnish tourists one wants to attract, which type of tourism one can provide well, and

how to do that is to be the next question.

"Currently the standard type of tourists has already dominated by big
companies (such as AurinkoMatkat and TUI), we focus on other sector
such as Golfing tour. They (the customers) are around 50-60 years old;
they combine business and leisure trip. They belong to higher income

group, they are senior." (Interviewee 1)

Hooper (2014) stated that distance and price have frequently been identified as
the major Pull factors affecting tourists’ decision-making process, the empiri-
cal research supports this in a sense that the interviewees bring up the im-

portance of frequent, direct, and affordable flights from Finland to Vietnam.

"...if the flight again is very high compared to Thailand... why would

they come to Vietnam?" (Interviewee 3)

DMOs play an essential role in a destination’s competitiveness and attractiveness (He,
2020). The importance of the Vietnam Tourism Board and Vietnam Government Offi-
cials also reflects in the interviewee's opinion. stating that "The Vietnam Embassy in
Finland holds a very important factor in promoting tourism and culture." One might
conclude that if the destination is not promoted, the demand or acknowledgment of the

destination itself is low and the tour operators cannot sell or promote the destination.
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That leads to lesser availability of flights and an increase in the price of available flights
- making it more competitive for Vietnam when compared to other destinations, such as
Thailand - which is already a more well-known destination with a more advanced tour-

ism ecosystem that routinely offers charter flights with a significantly lower fare.

"Safety", more than ever, would become the top attribute is another theme presented in
the interviews. The interviews place emphasis on the fact that how destinations handling
all the health and safety issues during the global pandemic makes an impact on Tourists'
destination selection. The fear of contracting this new desease will subconsciously be in
future tourist's mindset, and it could be possible that our very human's survivor instinct
might come back stronger than ever to protect ourselves, hence also affecting our travel
behaviors and leads to "less adventurous" near generation of tourists and tourism indus-

try. (Kock et al.,2020).

5.3 Limitations of the study

Because of the limitation in time, the author, unfortunately, could not conduct the study
with a bigger sample. However, these samples might indicate opinions of a bigger group
of participants and the author believes it would be interesting to study more opinions on
the research questions. It is also necessary to acknowledge that even though the author
has tried to be as objective and avoid her own bias as possible, there is still a chance that

the author has interpreted or translated the results through her perspective.

5.4 Suggestions for future research

Themes that the authors could suggest investigating further: the return rate of tourists to
a destination and how to optimize it, the concept of All-Inclusive-Resorts with its pros
and cons. It would also be interesting to study the perceived destination personalities of
different countries with a mixed research method study, quantitative would certainly add
more credibility and a clearer result. The author recommends conducting the study with

a bigger pool of samples and more relevant theories on the topic.
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6 CONCLUSIONS

This thesis aims to answer its main research questions, what are the perceptions of Vi-
etnam as a travel destination, and what are challenges Vietnam need to overcome to attract
more Finnish tourist. This study was conducted with a qualitative research method, a total
of three tour operators in Vietnam and Finland were interviewed. Destination personali-

ties and push & pull factors theories were studied through different interview questions.

Based on the results of this study, one can conclude that there has been a growing interest
in Vietnam among Finns. Vietnam is seen among Finnish travelers as a young and new
destination with the biggest pull factors are its nature (beach in particular), weather, food,
and culture. The popularity of beach AIRs which provide inclusive stay with a high stand-
ard of hygiene and safety were commonly seen among interviewees answers, that con-
firms the destination's attributes are affected a great deal by what the tourists are looking
for. Improvements and efforts need to be made by the destination's governments and
DMOs regarding its accessibility (such as the frequency, length, and price of flights) and
development of tourism (to develop different attributes that cater to the needs of different
groups of tourist) to be able to compete with its neighbor - a well-established travel des-
tination Thailand. The author recommends future research to study further on Vietnam's
return rate of tourists and how to optimize it. The author also suggests future exploration

on the concept of AIRs in Vietnam.

At the time this thesis was being written, the world is going through a global pandemic
that put a sad pause on the entire tourism industry, it might as well cast a change in tourist
behaviors later. Safety will be the keyword, and how the destinations face pandemic sit-
uations is to be a significant attribute when tourists make their choice of destination. One
might also see this as an opportunity to balance out the tourism dynamic - if one happens
to be a destination that manages well in a pandemic and emphasis on the safety attributes.

The author would like to finish this paper with a quote by Kock et al. (2020):

"The pandemic would eventually fade, and travel barriers will be lifted,

yet some tourists' psyches will likely settle on a new equilibrium."
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APPENDIX

Appendix 1. Interview questions in English

> b

10.

11.

12.

What is your personal image of Vietnam as a tourist destination?

If you need to describe Vietnam in 3 adjectives, what would they be?

How are (and have been) the interests of Vietnam among Finns?

What are your target markets? (what type of Finns usually buy trips to Vietnam - age,
income, demographic, and travel preferences...)

Is there an untapped market among Finns that would be interested in traveling Vi-
etnam?

What is the most popular kind of tour package that you offer to Finns visiting Vi-
etnam?

Which cities are you offering the tour and any untapped cities in Vietnam that you
are considering design a tour for Finns (and why)?

What is expectation of Finns in general when they want to go to South East Asia?
What are the top regional competitors of Vietnam? And why.

What were the difficulties of promoting/selling Vietnam as a destination before the
pandemic? In your opinions, how do Vietnam tackle those challenges?

What are the difficulties of promoting/selling Vietnam as a destination after this pan-
demic? In your opinions, how do Vietnam tackle those challenges?

What can DMOs in Vietnam do to become a more appealing choices for Finns?



Appendix 2. Interview questions in Viethamese

10.

11.

Anh nghi sao vé& Viét Nam - 1 diém dén du lich? Néu phai dung 3 tinh tir dé miéu ta
du lich Vié¢t Nam, anh s€ dung nhitng tir nao?

Theo anh, nhu ciu ctia khach Phan Lan vé du lich Viét Nam ra sao?

Anh thuong nham dén d6i twong ndo & Phan Lan dé quang ba tour du lich Viét Nam?
Khach hang Phan Lan d3 dung dich vu ctia cong ty anh - ho 13 nhitng ngudi nhu thé
nao? (d6 tudi, mirc thu nhap...van van...)

Ngoai nhitng ddi tugng trén, anh c6 du dinh nham dén nhing ddi tuong nao khac dé
quang ba du lich Viét nam khong?

Nhimng goi tour ma khach Phan thuong dit nhat tir cong ty minh trong nhu thé nao
(bao gdm nhiing gi) a?

Nhitng diém dén/tinh thanh nao & Viét Nam ma cong ty minh dang c6 dich vu dua
khach Phan vé, va anh c6 dang nham t&i nhimng tinh thanh nao khac dé khai thac tour
ko?

Ngudi Phan Lan khi mudn di Pong Nam A dé du lich, thuong ho ¢6 nhitng mong
doi gi?

Theo anh, doi thu cua du lich Viét Nam trong cung khu vuc 1a nhitng nudc nao, va
tai sao?

Trudce dich Corona, viéc quang ba tour du lich VN ¢ Phan Lan ¢6 nhiing tré ngai gi?
Theo anh, lam sao dé vuot qua nhiing tré ngai d6?

Sau nay khi dich Corona qua di va du lich phuc hoi, anh du doéan viéc quang ba tour
du lich Viét Nam s& ¢ nhiing tré ngai gi? Va chiing ta c6 thé lam gi dé vuot qua
dugc nhitng chudng ngai d6?

Nén du lich Viét nam c6 thé 1am gi dé hinh anh du lich Viét nam dugc ndi troi hon

trong mat khach Phan Lan?



Appendix 3. Consent form

Consent Form
How Vietnam as a travel destination is perceived in Finland.

Contact Information of Researcher:

Trang Thach

Arcada University of Applied Sciences
Jan-Magnus Janssonin aukio 1, 00550 Helsinki
trang.thach(@arcada /i

+358469691673

+ [ have read the provided Information about the Research and been given adequate time to
consider it.

* [ understand that my participation in the Study 1s voluntary.

+ | understand that taking part in the Study will involve me being interviewed and I agree to
this interview being audio-recorded.

* [ understand that my personal details such as name and employer will not be revealed to
people outside the project.

+ | understand that my words may be quoted in publications, reports, web pages, and other
research outputs, but data collected about me during the Study will be anonymized before 1t 15
submitted for publication.

+ [ understand that I can withdraw from the Study at any time, and [ will not be asked any
questions about why I no longer want to take part.

+ [ understand that If I withdraw from the Study my data will not be used.

Name of participant: Signature: Date:

Name of researcher: Signature: Date:




Appendix 4. Collecting and coding of themes
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